01Sa1SASAENS

UN 43 auuil 1 (UNsTAW - DunAy 2558) W 19-36

AYUIEY0TUNISANTUNISIDOUHIINIIGTEDAIWDOSNING
JOOUNANYI: USUNNISYANISANYIGIUINYIAIGasSIa:
mAlulad

Operational Risks of Loyalty to the University of the Students:
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Abstract

This research aimed to study marketing risk factors affecting the loyalty of students
at Rajabhat University and to propose guideline for risk management to foster achievement
in developing operational strategies of the university. The methodological framework consists
of reviewing theories and research. The research findings illustrate a for the 7C’s
marketing risk factors which attect loyalty from the students’ prspectives. The data was collected
through questionnaire from the sample of junior and senior students of science and technology
faculties in top ten Rajabhat University. A total of 571 questionnaires were completed. Exploratory
Factor Analysis (EFA) was used to analyze the data and also to identify 7 risk factors for
higher educational students at Rajabhat University. This EFA statistical analysis indicated
the 7C’s higher education, led to Structural Education Model analysis. The results
found that the relationship between the 7C’s higher education and the students is loyalty
to the university. This was positively influenced by a standardized coefficient (B) of 0.43 and
p-value of 0.000, which is my explain risk factors. There are 7 factors for higher education that
impact the students’ loyalfy amounting to 18 percent (R2 = .18). The final, statistical results were

utilized for risk response and solutions to problems in the future for opertions in higher ecucation.

KEYWORDS: RISK MANAGEMENT / MIX MARKETING / 7C’S HIGHER EDUCATION /
RAJABHAT UNIVERSITY / LOYALTY
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AN 1 ANIWUTANHANITENUIZNINFILUS (Parameter)

Hypothesis Parameter Standardized P
H1 Loyalty <--- 7C’s 0.43 0.000***
H2 Coordination Continuity <--- 7C’s 0.94 0.000***
H3 Comfortable Cleanliness<--- 7C’s 0.82 0.000***
H4 Cost to Student <--- 7C’s 0.81 0.000***
H5 Customer Needs <--- 7C’s 0.64 0.000***
H6 Caring to Student <--- 7C’s 0.83 0.000***
H7 Convenience Choice  <--- 7C’s 0.49 0.000***
H8 Complete study <--- 7C’s 0.57 0.000***

OIAINGTION

R*=.18

Convenience

CMIN = 1073.279 df = 766 P = 0.000 CMIN/df = 1.401
GFl = .923 AGFI = .901 RMSEA = .027
Note: ***p<0.001, **p<0.01, *p<0.05

AW 3 fﬁgJwami‘wmaaummﬁ’uﬁuﬁ“s:mwﬁa w9
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